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Communication Plan for 
Trash- Couture  
FASHION THE FUTURE 
 
 
 
Trash-Couture - inspired by nature  
 
The main purpose of this Communication plan 
is to do a promotional campaign for Trash-
Couture Company in Copenhagen.  
 
The Main Idea 
In the beginning of preparations for the 
creation of Communication plan, we were 
looking for a company that would be 
interesting for us to promote and we found 
Trash-Couture atelier in Copenhagen. The 
brand is attractive as well due to the fact that 
all the fab ics used for the dresses are 
 
Sustainable. After meeting with the Managing 
Director Nanna Lowe in the atelier in 
Copenhagen and having a conversation with 
her, we got knowledge that people in Denmark 
are conscious about their choices when it 
comes to sustainable materials, ecologic as 
citizens think about future, planet’s resources 
and how they should be used properly. Even 
though, our main task is to promote the brand, 
the fact that the company create dresses from 
sustainable fabrics had to be mentioned in order 
to get a full-picture about the company. 
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Trash-Couture: 
 
• Trash-Couture is a unique universe of its ownlike a 
forgotten poem or a glimpse into a hidden Nordic Couture 
forestwhere only fairytales and dreams can come true.  
• When you choose to play the leading role letting go of 
desires to feel free and embrace beauty of nature at the 
same time. 
• Trash-Couture is driven by energy and lustlove and 
adventureit has always been like thatand we guess it will 
stay strong like this. 
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Trash-Couture was established in 2002 and has been one
of the pioneers within Ethical Fashion. In the beginning
they could not afford to buy couture lazes, so they started
on buying lazes that were not used by couture houses in
Italy. The brand is known for its ecological principles; the
brand only uses materials as natural silks, cotton, recycled
vintage laces, recycled couture fabrics, the collections are
hand-coloured, sculptured and hand-sewn from the Trash-
Couture atelier in Denmark. An atelier reduces landfill 
waste and minimizes over-production. Furthermore, it has
full control with working conditions and rights. 
 
 
 
Managing director - Nanna Lowe and 
Creative Director - Ann Wiberg 
Trash-Couture’s collections are inspired by nature’s adventure. One of the defining successes of 
the brand is the original signature baroque N’Roll style and the philosophy of using ecologically 
desirable materials, which is very recognizable, valuable and rare. For a decade, Trash-Couture has 
been the only Couture House to sell at retail –which was never seen nor done before. By breaking 
all rules of fashion, Trash-Couture has managed to crack the code in order to bring couture to a 
wider audience of consumers–overjoyed to find original, creative styles as precious and affordable 
as a work of art. As pioneers, they have been praised internationally for focusing on “Sustainable 
High-End Fashion” and their strong philosophy has ensured that the ethical message has been 
communicated to a mixture of collectors. The brand was the first to introduce ethical fashion to the 
world’s best boutiques, and has been purchased by 78 of the Top 100 stores.  The company is 
today co-owned and managed by Ann Wiberg as the Creative Director, and Nanna Lowe as 
Managing Director. Trash-Couture is based in-between Paris and Copenhagen. In 2009 the 
company opened the exclusive The Ballroom –A beautiful 250m2 private couture salon in the center 
of Copenhagen. The Ballroom was the first couture salon ever in Scandinavia to provide the 
Scandinavians with a couture experience normally only offered by the big couture houses in Paris. 
In May 2012, Trash-Couture opened its first flagship boutique on Bredgade 8, Copenhagen.  The 
Trash-Couture collection consists of one-off evening dresses, corsages and the latest collection of 
exclusive couture bridal gowns. 
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A. Aenean elit. 24 Questions for Planned Communication 
         The book 24 Questions for Planned Communication was used to answer the most relevant 
questions within the process of preparing a promotional campaign of sustainable brand Trash-
Couture, whose short history and philosophy were introduced above. 
 
 
1.Who is the target group? 
 
Women in Copenhagen within the age of 25 and up from all social classes. They can be 
perceived as urban, modern, baroque women. Furthermore, clothes are created for strong 
women who want to stand out according to Nanna Lowe. As the Creative Director of Trash-
Couture, Ann Wiberg has successfully challenged the most exclusive market in the fashion 
industry with imaginative designs with her vision, she states that: “Couture is not only for the 
chosen ones, in a hidden world behind thick couture house walls. Couture is for all the women 
who are attracted by the beauty of creation and the dreams that flows within it”. 
 
2. What is the message? 
 
Be fashionable- Be unique- Be environmentally responsible 
3.What medium should be used? 
We want to create two posters, an iPhone application and promotion of Trash-Couture 
Company on fashion blog. 
 
 
4.What is the intended effect on target group? 
 
The main intended effect is that our chosen target group would get familiar with the brand and 
would buy clothes from this specific brand. 
D. Quisque Viverra 
A B C 
D E F 
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 5. What is the purpose of the intended 
effect on the target group? 
 
To buy clothes that are unique as each dress 
is unique and there are never two dresses 
alike. Furthermore, to buy more sustainable 
clothes in order to be eco- friendly, support 
sustainability movement. Moreover, to 
support the philosophy of using ecologically 
desirable materials, which are very 
recognizable, valuable and rare.   
 
6. Who is the sender? 
 
Trash Couture Company. It may be 
perceived as future-vintage and a pro 
environmental couture brand that recycles 
old vintage fabrics and leftovers from the 
world’s most famous couture houses. The 
company is today owned and managed by 
Ann Wiberg and Nanna Löwe. 
 
7.What is the intended effect on the 
sender? 
 
The essential goal and effect on a sender is 
to gain profit, to increase sales to this 
company, to promote the image of a brand 
as a sustainable brand in Denmark. 
 
 
Trash-Couture 
Trash-Couture 
Trash- Couture 
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Quisque fringilla. Donec egestas 
risus ac urna. Nulla facilisi. In hac 
habitasse platea dictumst. Donec 
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Phasellus arcu justo, 
consectetuer vel, suscipit vitae, 
vestibulum vitae, nisi. Nulla quis 
sem. Donec sem. Donec tempor. 
Sed sem. Vestibulum ante ipsum 
primis in faucibus orci luctus et 
ultrices posuere cubilia Curae; 
Vestibulum sagittis, ante 
sollicitudin sollicitudin rutrum, 
arcu leo mattis tellus, quis 
placerat sapien sapien eu nisi. 
Vivamus eu turpis. Nullam ut 
lectus. Mauris eget mauris vel 
felis ornare variu 
 
8. What is th purpose of the intended effect on the sender? 
 
The main purpose is to avoid Trash-Couture to go bankrupt. 
 
9. How is the target group affected by similar messages? 
 
There are many advertisements about sustainability and awareness about climate changes, and 
decreasing resources, but people do not always know that fashion industry can be sustainable as 
well, and create the system circle where clothes are produced with less harmful materials to the 
environment or to create better manufacturing conditions. Furthermore, they are not aware that 
clothes can be sustainable and how they are produced in a sustainable way or re-used instead of 
produced. 
 
10. Has the product been made before? 
The brand has its official website, Facebook page, online posters and other advertisements. 
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11.  Where, when, and how is the target 
group going to meet the product? 
 
Where: Copenhagen Fashion Week shows 
must be taken into consideration. Furthermore, 
Illum shopping mall– as it is a place where our 
target group most likely goes shopping. Since 
blogging has become popular nowadays we 
have chosen the Danish reality star Amalie 
Szigethy to promote Trash- Couture on her blog 
where she has 18.000 followers. There will also 
be created an application on iPhone where our 
target group will have all the information in one 
place, this will make it much easier for them. In 
the future, we could cooperate with the owners 
of the stores, which sell the wedding dresses, 
so we could have our posters in those stores. 
 
 
When: could the target group meet the 
product– all year starting from November 2012 
with the posters and December 2012 with 
iPhone application, additionally promoting 
upcoming new collection Fall’12/Spring’13.  
 
How: the target group would meet a product – 
Posters should be placed in visible place in 
public space. We thought about Kongens 
Nytorv area in Copenhagen, for instance. 
During Fashion Week we would use the 
buildings in which the event takes place. The 
Internet will also be used to promote Trash-
Couture on a well-known blog site and on 
iPhone apps.  
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12. How is the product going to be 
distributed? 
 
People should be hired with skills for 
advertisement to promote the posters in 
Denmark. People with skills for iPhone 
application are also needed in order to 
create an application on iPhone.  
13. What media genre(s) should be 
used?  
 
Posters are in a modern style, dreamy 
mood.  An application on iPhone is as well 
modern with lots of colourful pictures of the 
brand’s products to attract the attention. 
 
14. How should the media genre(s) be 
used? 
 
 Represents the company; its goals, its 
products, reflects the style of the clothes 
and the philosophy of the company. 
 
15. What skills should the producer 
have? 
 
The producer should know how to use 
camera-equipment, edit the pictures, should 
be creative, and have knowledge on 
applications for mobile phones.  
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 16. What knowledge 
should the producer 
have? 
 
The producer has to 
have knowledge about 
sustainability, what it is, 
what goals it has, about 
sustainable fashion 
industry, what materials 
designers use to create 
sustainable clothes, has 
to gain knowledge 
about the company, its 
philosophy and 
products.  
 
17. How much should 
be included? 
 
It is important to include 
most relevant 
information about 
sustainability, but in a 
creative way, not to 
have too many words 
on the posters about 
that. The image should 
give the information 
about 
19. What is the budget? 
 
 We have to take into 
consideration printing costs, 
salaries for people engaged 
in the promotional 
campaign.  
  
20. What kinds of legal 
problems could occur? 
 
Legality of the photos used 
for the products and if the 
promotional places are due 
to the agreement of both 
sides. 
 
 
21. What kinds of ethical 
problems could occur? 
Questions on discrimination 
of men may occur due to 
the fact that a company 
creates clothes only for 
women.  If posters appear 
to be too provocative it may 
as well be problematic.  
22. What is the name of 
the product? 
 
 Fashion the Future with 
Trash-Couture. 
 
 
an idea and what is the goal of using 
this specific sustainable clothing line.  
The most important is to include logo 
of the brand and the products that 
we want to promote as well as an 
Internet page of the company. 
 
18. What equipment is necessary? 
 
 Computers, cameras, editing 
programs, printers. 
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23. What is the timetable? 
The posters have to be done on 2nd of November 2012. An iPhone application should be created in 
two months and the blogger should start on promotion of the brand in one month. 
24. What is the easiest way of making the product? 
Poster (1)  
On the first poster there is a woman wearing a wedding dress by Ann Wiberg standing in the forest 
as a part of nature. It refers to the philosophy that Trash-Couture Company represents.  The girl is in 
black and white in order to catch the attention, and nature is in colour in the picture. The words used 
for the poster: Fashion the Future with Trash Couture. The logo of the Company is included as well. It 
is visible and we want the target group to remember it. The website of the company is also 
incorporated in the poster. We call our target group to action saying: ‘visit us on...’ Moreover, we 
have chosen bright colours to make the posters look fresh and catchy.  
Poster (2)   
The second poster portrays a model in an evening dress from Ann Wiberg’s collection. In the 
background nature can be seen, imagine the mountains somewhere in Spain or Italy in the sunset of 
the day. This background is chosen because of the company´s philosophy to feel free and wild as 
nature. In the background you can see the light of the sun that portrays very dreamy mood. The 
model on the poster is wearing a beautiful yellow dress. She feels free to embrace the beauty of 
nature while all her body is on the back of the horse that as well relates to the nature and wildness. 
The logo and the website of the company are also portrayed on this poster.  
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   Application for an iPhone: 
 
The iPhone application we design is going to be clear and easy in use but also stylish. The 
menu depicts wedding dresses coming from one of Ann Wiberg’s collections. In the 
background there is a forest, referring to nature and eco-friendly attitudes of the Company. 
There is also big logo of Trash-Couture with blue-and-white dot that stands for recycling. 
Pressing it we can see the information about the philosophy, the history of the Company as 
well as collections that are inspired by nature’s adventure. There is also ‘Designer Profile’ 
part where we can get to know AnnWiberg closer, as the Creative Director of Trash-Couture, 
who has successfully challenged the most exclusive market in the fashion industry with her 
imaginative designs. The photo of her is included. Scrolling down we can find information 
about Private Collectors. There are some pictures of VIP dresses, too. Seeing famous faces 
of Penelope Cruz or Britney Spears, for instance, may successfully encourage the target 
group to purchase of the product.In this part of the application there is a white Trash-
Couture logo on the dark background with the trees. Coming back to menu, there is a 
possibility to click on diamond icon and move to the pictures of dresses from certain 
collections that are available. It is possible t see each of them separately as well as together, 
in small icons format. Finally, by clicking on the logo of the Company in menu, we move to 
the slide where there is contact information presented. There is Trash-Couture website, both 
an e-mail and phone number to International Press department and an e-mail to 
Administration & Sales department. The background in this slide is filled with the picture of 
sustainable materials that are used by Trash-Couture Company. 
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